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Abstract. This article was focused on identification of chocolate consumer profile from 
Cluj-Napoca and identification of influencing factors to chocolate buying decision. A hundred 
respondents took part of this study (age 20-50 years old) and answered a survey consisting of 19 
questions. The results of the survey showed that the oldest and most advertised brands are also the 
best known and appreciated by consumers. Among chocolate products, milk chocolate is the most 
appreciated (29,7%) perhaps due to sweet taste and finesse. Dark chocolate is not yet among the top 
preference list of Romanian consumers (10%). There is a remarkable preference for chocolate 
products with various flavorings (29%) which shows the openness of the market to new products. 
The quality trio of Romanian consumers regarding chocolate is consisted of taste – tradition – 
brand. So, a flavored chocolate which fulfills these requests has high chance for appreciation among 
consumers. 
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INTRODUCTION 
 
Today chocolate is one of the most preferred deserts all over the world and many 
manufacturers use their imagination to create delight to consumers of all ages (KPMG, 
2012). Under the directive EC/36/2000 chocolate designates the product obtained from 
cocoa products and sugar, which contains at least 35% dry solid, including a minimum of 
12% cocoa butter and at least 14% cocoa solids, nonfat.  
And so it meets a fierce battle between producers who want to dominate the global 
market, combining advanced marketing and management techniques trying to destroy 
competition, buy the consumers and, most importantly, to obtain profit, based on consumer 
weakness for this product. Considering all these things and the importance of chocolate 
consumer menu is necessary to conduct a marketing study to better understand consumer 
desires.  
The main objectives of this paper were: identification of consumer profile from 
Cluj-Napoca and identification of influencing factors to buying decision.  
 
MATERIAL AND METHOD 
 
Target population consisted of 100 respondents: male and female (25:75), with age 
between 20 - 50 years old, all living in Cluj-Napoca.  
The survey was sent digitally via isondaje.ro web-site and included 19 questions: 
open-ended, Likert scale, importance scale, semantic differential and multiple choice 
questions. Interpretation of data was performed using Microsoft Office Excel 2007.  
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RESULTS AND DISCUSSION 
 
Interpretation of questionnaire results enabled consumer profiling. Most of 
respondents were female (75%) which is due to higher preference of female population to 
consume chocolate and sweets. This data were also recorded by NDNS, 2002 in their diet 
report that covered whole country (UK).      
The chocolate represents a special group of confectionary whose composition is 
made from cocoa beans, sugar, milk and various additives (Racolta, 2008). Western 
Europe is still the largest chocolate market in the world, but slow growth suggests 
saturation. Health is becoming a major driver in new product launches: in 2011, 10% of 
products were marketed as vegetarian, 7% as free from additives and 7% as organic 
(KPMG, 2012).  
Frequent consumption was recorded between our respondents: 43% consume 
chocolate 2-3 times per week and 65% of them consume on average 50-100 grams of 
chocolate at once, which means half or a whole tablet. Among the reasons mentioned by 
them for such a high consumption were high energy boost (40,1%) and high appetite 
(26%). Messereli, 2012 remarked a high linear correlation (r=0,791) between chocolate 
consumption/capita and number of Nobel laureates/10mil persons of 23 countries.  
  The high amount of chocolate consumption leads to increased level of calories 
intake, reaching to almost 25% of the energy.  
The high consumption is also correlated with consumer’s ability to pay. In 
Romania in 2013 the average monthly income was established to 360 Euro (net salary). 
The price of chocolate bars starts around 1Euro. Although the chocolate is not a basic food 
91% of respondents considered the price of purchased chocolate as acceptable and 68% are 
willing to spend between 2-12 Euro/month to buy chocolate while only 3% are willing to 
pay more.  
A great majority of respondents – about 46% - buy chocolate mostly from 
supermarket or hypermarket. The KPMG, 2012 report showed that at mondial level 43% of 
population buys chocolate from supermarket. Decision to buy a certain brand is influenced 
by advertising. Although nearly 49% of respondents stated that advertisements have little 
influence on the buying decision, the most popular brands are those that broadcast 
television advertising. TV commercials that influence strongly on product purchasing use 
stimulating values that inspire consumer with passion, love, pampering, quality, finesse 
and energy benefits are.  
The taste of the products is also highly appreciated by consumers in buying 
decision. The most commonly consumed product is milk chocolate - preferred by 29,7%, 
of the respondents, followed by chocolate with various flavourings 21,9 %, and only 
10,6% prefer dark chocolate. The least consumed are spreadable chocolate products (8,7 
%) and chocolate pralines with various fillings which recorded a rate of 5,9 %, being eaten 
most often on special occasions. A number of respondents (6,3%) admitted that choice of a 
chocolate brand may be influenced by friends’ opinion, while specialist opinion is not 
considered valuable for most of them.  
Another reason for decision buying is correlated with brand image and tradition as 
well as accessibility of purchasing place. The most known brands among the respondents 
were Milka (96%), Kandia (87%) and Heidi (84%) and these brands also record the highest 
sales. Lowest scores were recorded for chocolate bars and chocolate tablets delivered only 
in some supermarkets (e.g. Lidl). Low income consumers with high appreciation of 
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tradition and loyalty preferred products that strongly promote these values, like Rom 
Autentic (Kandia).  
Kandia is a Romanian producer which developed in the last years many good 
quality products highly appreciated by consumers. In order to check the perception of 
Romanian brands versus foreign chocolate producers, respondents were addressed some 
belief items in a Likert scale (Table 1). The data showed more faith in the quality of 
Romanian chocolate brands: 44% of respondents believe that Romanian chocolate is price 
accessible; 43% believe that Romanian chocolate is qualitatively equal to import brands, 
and 32% declare that diversity of aroma in Romanian chocolate products meet their 
expectations.  
Table 1.  
Likert scale description about Romanian chocolate versus foreign brands 
 
Totally 
agree  
+2 
Partially 
agree  
 
+1 
I don’t 
know 
0 
Partially 
disagree  
-1 
Totally 
disagree  
-2 
Romanian chocolate has a more 
accessible price than import 
brands  
20 44 20 14 2 
Romanian chocolate is 
qualitatively equal to import 
brands  
4 43 21 25 7 
Diversity of aroma in Romanian 
chocolate products meet your 
expectations  
15 32 26 22 5 
 
During financial crisis consumers search more affordable products but keep the 
high expectations.  
Quality perception among respondents was evaluated using differential semantic 
as presented in Table 2 on a 5 point scale (1 lowest importance, 5 highest importance in 
quality perception). According to these data, 70% of respondents choose the taste of the 
product as main criteria for chocolate quality, followed by brand image (41% which 
accorded highest score).  Data interpretation in Excel: promotion 3,53; price 3,59; taste 
4,47; cacao content 3,44, brand image 4,06, tradition 3,94. 
Chocolate is a food product that inspires many consumers with positive values like 
love, romance, acceptance and relaxation. Due to highly accent on energy boost, Romanian 
respondents suggested that new chocolate products enriched with chili, pepper, mint, 
alcohol or rose petals and cheese cream would be appreciated. The US consumers are also 
demanding wild flavors such as bacon and wasabi (KPMG, 2012).  
There are 4 factors driving growth in chocolate industry: sustainability, innovation, 
health and eventing (KMPG 2012). These driving factors tend to be noticed lately in 
Romanian market also. Health benefits of various flavorings, innovative packaging, new 
distribution channels are valuable options to consider by Romanian producers in order to 
reach the market.  
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   Table 2.  
Perception and evaluation of certain chocolate quality items 
A high quality 
chocolate is… 5 4 3 2 1 A low quality chocolate is… 
Intensively promoted    25  25  32  14  4  Not intensively promoted.    
Has high price    21  23  47  6  3  Has low price    
Has special taste 70  16  7  5  2  Has common taste 
Rich in cacao                                               18  28  39  10  5  low in cacao                                        
Has good brand image 41  32  20  6  1  Has bad/no brand image 
Made after a traditional 
recipe 36  33  22  7  2  
Not made after a traditional 
recipe 
 
CONCLUSIONS 
 
This article revealed the chocolate consumer profile from Cluj-Napoca and 
identified the influencing factors of chocolate buying decision. 
This survey revealed that chocolate is a valuable product for consumers from Cluj-
Napoca. In general, the oldest and most advertised brands are also the best known and 
appreciated by consumers. Among chocolate products, milk chocolate is the most 
appreciated perhaps due to sweet taste and finesse. Dark chocolate although is very 
appreciated in western countries due to beneficial health effects it is not yet among the 
preference list of Romanian consumers. There is a remarkable preference for chocolate 
products with various flavorings which shows the openness of the market to new products. 
The quality trio of Romanian consumers regarding chocolate is consisted of taste – 
tradition – brand. So, a flavored chocolate which fulfills these requests has high chance for 
appreciation among consumers. 
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